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Introduction
Fresh Potato production and marketing is still an
important  factor  in  Delaware  agriculture.  Consumer
tastes  and  preferences  have  changed  dramatically
within  the past  10 years  (Byrne,  1993).  Specifically,
consumers,  on average,  spend less time today prepar-
ing meals than they did a decade ago. There is clearly
a need and desire for convenience  in the food products
that  are  available  to  the consumer  today  and  in the
future.  Thus, the Delaware Potato Board and the De-
partment  of Food  and  Resource  Economics  at  the
University of Delaware jointly conducted a consumer
survey of Delaware  households, concerning their pur-
chasing patterns of fiesh potatoes.
Objective
The  overall objective of this analysis is to de-
termine which factors  influence the patterns of the
fresh potato purchases by Delaware consumers.
Data and Methods
A consumer  mail  survey on fresh potatoes  was
sent out  in  September  1998  to  4,000  randomly  se-
lected Delaware  households.  The mailing list was ob-
tained  from  a commercial  company  specializing  in
household names and addresses.  The sample was sub-
divided  by  county  in  proportion  to  the  population
base. A second mailing was sent in October  1998. Not
including the unusable returned surveys, a total of 550
surveys were returned, a 13.7 percent response rate.
Logit Procedures
For the  question in which the respondents were
asked if they preferred to purchase fresh potatoes that
are grown in any particular state, a binary logit model
was used to predict the probability  of a "yes"  or "no"
response  (Cheng,  1991).  The  variable  STPREF  was
created  as the dependent  variable  in  the  logit model
and has a value of either "1" or "0" for a "yes" or "no"
response,  respectively.  The  demographic  variables,
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residential area,  gender,  age, education, race, income,
and  county  are  explanatory  variables  in  the  model.
Included  in the  model  as  an  explanatory  variable  is
Prfrence, which has a value of "1" or "0" for a "yes"
or  "no/don't  know"  response,  respectively,  to  the
question  in which  respondents  were  asked  whether
they would show a preference  for a product with the
"Delaware Agricultural  Products"  logo on  it, assum-
ing price, quality, etc. were comparable.
The  second binary  logit model  estimates the
probability  of  a  "yes"  or  "no"  response  to  the
question that asks respondents  whether they have
ever  seen or heard of the "Delaware  Agricultural
Products"  logo  in advertising  or on products.  The
variable  LOGO  was  created  as  the  dependent
variable for this model,  and the possible "yes"  or
"no"  response  is  assigned  values  of "1"  or "0,"
respectively.  The  demographic  variables,  previ-
ously used  as  explanatory  variables,  are  used  as
explanatory  variables  in  this model.  Included,  as
explanatory variables, are STPREF and Prfrence.
The base  categories  for the  STPREF  model
and the LOGO model are the variables: Burbs, for
respondents  living  in  the  suburbs;  Age2,  for re-
spondents  age 35-49; Cllge, for respondents  with
some  college  experience  or  a  technical  degree;
Incomel,  for  respondents  whose  household  in-
come  is  $34,999  or  less;  and  New,  for  respon-
dents  living in New Castle  County. The  STPREF
model is specified as:
STPREF =  30 + 31Rural + 32City  + 33Town
+ 34Fmle + 35Agel  + 36Age3
+ 37Age4+ 3gHscl + 39Tech
+ 3  oWhite + 3 Ilncome2
+ 312ncome3  + :313Kent + 3 14Sussex
+ 315LOGO + 316Prfrence  + ,
and for the LOGO model:
LOGO =  30 + 31Rural + 32City + 33Town
+ 34Fmle + 3:Agel  +36Age3
+  37Age4 + : 8Hscl + 39Tech
+ 3  o 0White + 311 Income2
+ 3 12Income3  + 3 13Kent +  3 1 4Sussex
+ 315STPREF + 3 16Prfrence +.
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STPREF =  1 if respondent  has  a  state
preference where fresh pota-
toes are grown, 0 otherwise;
LOGO  =  1 if respondent is familiar with
the  "Delaware  Agricultural
Products"  logo, 0 otherwise;
Rural  =  1 if respondent lives in a
rural area, 0 otherwise;
City  =  1 if respondent lives in a
city,  0 otherwise;
Town  =  1 if respondent lives in a
town, 0 otherwise;




=  1 if respondent is a female,
0 if respondent is a male;
=  1 if respondent is 18-34, 0
otherwise;






=  1 if respondent is 50-64, 0
otherwise;
=  1 if respondent is 65 or
older,  0 otherwise;
=  1 if respondent has high school
diploma or less, 0 otherwise;
=  1 if respondent has some
college experience or a
technical degree, 0 otherwise;
Cllge*  =  1 if respondent has a
college  or postgraduate
degree, 0 otherwise;
White  =  1 if respondent is White/
Caucasian,  0 otherwise;
Incomel*  =  1 if respondent's  household
income  is  $34,999  or  less,
0 otherwise;
Income2  =  1 if respondent's household
income is $35,000-74,999,
Income3  =  1 if respondent's household
income is $75,000  and
above, 0 otherwise;
New*  =  1 if respondent is from New
Castle County, 0 otherwise;
Kent =  1 if respondent is from
Kent County,  0 otherwise;
Sussex  =  1 if respondent is from
Sussex County, 0 otherwise;
Prfrence  = 1 if respondent would show
a preference  for the "logo"
on products,  0 otherwise;
Only variables that are  significant at the  .05
level are discussed.
Logit Results
In  the  STPREF  model,  the  significant  vari-
ables are Rural and Age4 (65  years or older).  The
R-square,  which  indicates  the goodness  of fit  of
the model,  is .08. The results indicate that respon-
dents  from  a rural  area  are  2.5  times  less  likely
than respondents  from the suburbs to have a pref-
erence  for where  fresh potatoes are  grown.  In re-
gards  to  Age4,  respondents  65  years  of age  and
older  are  2.4  times  more  likely than  respondents
in the base age group, 34-49, to have a preference
for where fresh potatoes  are grown (Table  1).  The
implication  here  is  that older  consumers  have  a
stronger  conception of the state(s) from which the
best fresh potatoes originate  and, naturally,  have a
preference  for potatoes from those states.
The  significant variables  in the LOGO model
are Fmle, Age3,  Age4, Kent, Sussex, and Prfrence.
The  R-square for this model  is .18.  Females in the
survey  are 2.1  times  less  likely than male respon-
dents  to  be  familiar  with  the  agricultural  "logo."
Respondents  in the age group 50-64  are two times
less  likely than  the  base  age  group  to  be familiar
with the "logo,"  while respondents  65  years of age
and  above  are  2.6  times  less  likely  than the  base
group  to be familiar  with the "logo."  Respondents
from  Kent  County  are 4.6  times  more  likely than
those  from the base  county,  New Castle,  to be  fa-
miliar  with  the  "logo,"  whereas  Sussex  County
residents  are  three times more  likely than are resi-
dents of the base county.  The respondents  who ad-
mit  that  they  would  show  a  preference  for  the
"logo"  on products  are 2.2 times more  likely to al-
ready  be  familiar  with  the  "logo"  than  are  those
who  state  that  they would  not  show a  preference
for the "logo" (Table 2).
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Table 1. Results of the STPREF Logit Model.
Parameter  Stand.  Odds
Variable  Estimates  Error  Ratio
INTERCPT  -1.2056A  0.5811
RURAL  -0.9041^  0.4525  0.405
TOWN  -0.1947  0.3838  0.823
CITY  -0.2353  0.3693  0.79
FMLE  0.2935  0.2649  1.341
AGE1  0.0591  0.3508  1.061
AGE3  0.3426  0.3103  0.71
AGE4  0.8703"  0.323  2.388
HSCL  0.5023  0.3435  1.653
TECH  0.4267  0.2847  1.532
WHITE  -0.6109  0.3959  0.543
INCOME2  -0.4482  0.2895  0.639
INCOME3  0.1756  0.3605  1.192
KENT  0.5973  0.3864  1.817
SUSSEX  0.2958  0.3935  1.344
LOGO  0.3670  0.2892  1.443
PRFRENCE  0.3512  0.2989  1.421
A  Significant at the .05  level.
Source:  Consumer Survey and Calculations.
Table 2. Results of the LOGO Logit Model.
Parameter  Stand.  Odds
Variable  Estimates  Error  Ratio
INTERCPT  -1.9787^ 0.6833
RURAL  0.7726  0.4219  2.165
TOWN  0.7110  0.3941  2.036
CITY  0.3957  0.4099  1.485
FMLE  -0.7508"  0.2743  0.472
AGE1  -0.3414  0.3733  0.711
AGE3  -0.6940"  0.3328  0.5
AGE4  -0.9772"  0.3936  0.376
HSCL  -0.5064  0.3846  0.603
TECH  0.1329  0.305  1.142
WHITE  0.1941  0.4809  1.214
INCOME2  0.3135  0.3212  1.368
INCOME3  -0.3437  0.4199  0.709
KENT  1.5384 A 0.3846  4.657
SUSSEX  1.1^  0.393  3.004
STPREF  0.3279  0.2939  1.388
PRFRENCE  0.8074A  0.3538  2.242
A Significant at the .05  level.
Source:  Consumer Survey and Calculations.
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The finding that men are twice as likely as women to
be familiar  with the agricultural  "logo"  is not benefi-
cial to Delaware retailers simply because, according to
the survey results, the majority of consumers who are
responsible  for  buying  food  for  the  household  are
women. There is also evidence of a stronger  effort in
Kent and Sussex counties than in New Castle County
to make the "logo"  more visible in the market. Strate-
gic placement and easier-to-see  displays of the "logo"
may  assist in  alleviating  the problems  of familiarity
that exist with older consumers.
Tobit Procedures
Respondents had the option of selecting a rating
of 1,  2, 3, 4, or 5 for each set of words describing the
fresh potatoes  that  they  find.  The rating  of the  re-
spondents  is used  as  the dependent  variable  in the
tobit models for each set of words.  There were a to-
tal of nine tobit models for this question,  and each is
identified in Table 3 as  SOFT, for the Soft vs. Firm
model; ROTT, for the Rotten vs. Not Rotten model;
SMALL,  for the  Small vs.  Large model; CUTS,  for
the  Cuts vs. No  Cuts model;  BLEM,  for the Blem-
ishes vs. No Blemishes model; DIRT, for the Dirt vs.
Clean model; EYES, for the Too many eyes vs. Few
eyes  model;  SIZE,  for  the  Variety  in  size  vs.  All
same size model; and OLD, for the Old Potatoes vs.
New  Potatoes  model.  The  demographic  variables
employed  in  the  logit  models  as  explanatory  vari-
ables  serve  as  explanatory  variables  in  the  tobit
models. Included  as explanatory variables are Dirtpr,
Sprtpr, Dontpr,  Softpr,  and Rotpr. The  specification
for each of the nine models is:
yi = a  + 31Rural +32Town + 33City +34Fmle
+ 35Agel  + 36Age3  + 37Age4 + 3gHscl
+ 39Tech + 31oWhite + 31 Income2
+ 3l2Income3  + 3 13Kent + 314Sussex
+ 3l5Dirtpr + 316Sprtpr + 317Dontpr
+ 31  Softpr + 3  9Rotpr + ,i
where:
Dontpr=  1 if respondent has a baking
or boiling problem,  0 otherwise;
Softpr  =  1 if respondent encounters problems
with softness,  0 otherwise;
Rotpr  =  1 if respondent encounters problems
with rotting, 0 otherwise.
The  demographic  variables  in  the  model  are  as
specified earlier.
The following is a list of statements, lettered (a)
through  (u),  in  which  the  respondent  is  given  the
option to either strongly agree, somewhat agree,  nei-
ther  agree  or  disagree,  somewhat  disagree  or
strongly  disagree  with  the  statement  by  choosing
either  1,  2, 3,  4, or 5, respectively.  The 1-5 selection
of the respondents  is used as the dependent variable
in the tobit models for each statement. The letters (a)
through (u) that appear in Table 4 correspond  to the
letters that precede  each  statement.  Included  as  ex-
planatory  variables,  along  with  the  demographic
variables,  are  Prptme2 and Prptme3.  For each state-
ment, the tobit model is specified as:
yi =  a + 3  Rural +32Town + 33City +34Fmle
+ 35Agel + 36Age3 + 37Age4 + 38HscI
+ 39Tech + 3 1oWhite + 311Income2
+ 312Income3 + 3 13Kent + 314Sussex
+ 315Prptme2 + 3 16Prptme3 + ,i
where:
yi  =  1,  2, 3, 4, or 5 for strongly agree, somewhat
agree, neither agree nor disagree, somewhat
disagree or strongly disagree, respectively;
Prptme2  =  1 if respondent spends 31-50
minutes preparing weeknight
dinners, 0 otherwise;
Prptme3  =  1 if respondent spends 51  minutes
or more preparing weeknight
dinners, 0 otherwise.
The demographic variables are as specified earlier. yi=  1,2,3,4,or5
Dirtpr  =  1 if respondent encounters
problems with dirt once fresh
potatoes are in the home,
0 otherwise;
Sprtpr  =  1 if respondent encounters problems
with sprouting, 0 otherwise;
Tobit Results
When the respondents  were asked to rate the
potatoes  that they find at their favorite  store, the
first set of attributes given was soft and firm. For
this model, Agel, Income2,  Income3,  Softpr,  and
Rotpr  are  the  significant  variables  (Table  3).
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Agel  as a significant variable with a positive coef-
ficient  shows  that respondents  ages  18-34  give  a
rating that is .55 points higher than do respondents
in the base age group,  35-49, when firmness is the
issue.  Income2  and  Income3  as  significant  vari-
ables  with  both having  negative  coefficients  indi-
cates  that  the  middle and  high  income  group rate
their  fresh  potatoes  .44  and  .71  points  lower,  re-
spectively,  than  the  base  income  group  when  as-
sessing  firmness.  The  significance  of  Softpr  and
Rotpr  accompanied  by their  negative  coefficients
shows that respondents who encounter softness and
rotting  problems  rate  their  fresh  potatoes  .47 and
.49 points  lower,  respectively,  than  do the respon-
dents who do not encounter those same problems  in
the home. The implication here is that middle-aged
adults  and  adults  with  higher  incomes  are  more
critical  of  their  selection  of  fresh  potatoes  than
young  adults and adults of low incomes.  This may
be  a result of middle-aged  parents'  effort to  meet
the increased  food demands of teenage children.
The next set of attributes  given were rotten and
not rotten. Fmle, Age3,  and Rotpr were  the signifi-
cant  variables  in the  model.  Results  show  that fe-
males  rate  their  fresh  potatoes  .6  points  less  than
males do when not being rotten is the issue. Respon-
dents  ages 50-64  rate their fresh potatoes  .56 points
less than does the base  age group.  The respondents
who  encounter  rotting,  once  fresh  potatoes  in  the
home rate them  .6 points less than do those who do
not  encounter  the  same  problem.  The  results  here
suggest that women are more critical than men of the
fresh potatoes that they find. Also, the second oldest
age  group  giving  lower  ratings  than  the  base  age
group may be evidence that consumers become more
critical of the fresh potato selection  in the market as
they get older. The model  in which small and  large
were the attributes has only two significant variables,
Income2  and  Sprtpr.  Respondents  in the middle in-
come group give  a rating that is  .23 points less than
the base income group  in regards to the size of their
fresh  potatoes.  Respondents  who  encounter  prob-
lems  with  sprouting  rate  their  fresh  potatoes  .27
points  less than do the  respondents  who do  not en-
counter this problem.
Cuts  and  no  cuts  were  the  next  attributes
from  which  participants  had  to choose.  The  sig-
nificant  variables  for  the  model  are  City,  Kent,
Dirtpr, and Sprtpr.  Participants  from the city rate
the fresh  potatoes that they buy  .42 points higher,
for having no cuts, than do the participants  living
in the suburbs.  Kent  County residents  give a rat-
ing that  is  .48  points  lower than  residents  from
New  Castle  County.  Participants  encountering
problems  with  dirt  and sprouting  rate their  fresh
potatoes  .39  points  and  .3 points,  respectively,
less  than  do  participants  who  do not  have  these
problems.  The  model  that follows  has  only two
significant  variables,  Dirtpr  and  Sprtpr,  where
blemishes  and  no  blemishes  are  the  attributes.
Statistics  show  that  participants  who  encounter
dirt  and  sprouting  problems  give  a  rating  .46
points  and  .26  points,  respectively,  less  for  not
having blemishes, than do the participants who do
not  encounter  problems  with  dirt  or  sprouting.
New  Castle  County  residents  rating  their  fresh
potatoes  higher  than  Kent  County  residents  for
not  having cuts  implies that there  is a  concerted
effort  among  producers  to  handle  the  potatoes
being  sent  to  New  Castle  County  outlets  more
carefully.
The  attributes  to follow  in  the  survey  were
dirt and  clean (washed).  The significant variables
in  the  model  are  Age4,  Income2,  Income3  and
Dirtpr.  Here,  the oldest  age  group  gives  a rating
that is .58  points higher than that of the base age
group,  in  regards  to  fresh  potatoes  being  clean.
Participants  in  the  middle-  and  high-  income
group  give  a  lower  rating  than  the base  income
group by .57  and  .55 points,  respectively.  Consis-
tency  shows  that participants  with  dirt  problems
give a rating that is  1.1  points  lower than do par-
ticipants  who  do  not  have  this  problem,  when
cleanliness  of fresh potatoes  is the  issue.  The re-
spondents  in the middle-  and  high-income  group
giving  lower ratings  for cleanliness,  again, is evi-
dence that adults of higher  income are more  criti-
cal and selective than are low-income adults when
choosing fresh potatoes for the household.
There  were a  number of significant  variables
in the  model  where  few  eyes  and  too many  eyes
were  the attributes. City residents  give a rating .64
points higher than  do  suburban  residents  for fresh
potatoes  having  few  eyes.  The  participants  aged
50-64  give  a rating  for  potatoes  having  few  eyes
.34  points  lower  than  does  the  base  age  group.
Whites give a rating .59 points higher than do other
races  while those  in the  middle-  and high-income
groups  give  a rating  .47 points  and  .4 points,  re-
spectively,  lower than does the base income group.
The participants who encounter problems with dirt,
sprouting,  and  rotting  give  a  rating  that  is  .48
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points,  .53  points,  and  .3 points,  respectively,  less
than  those  who  do  not encounter  the  same  prob-
lems.  The data here are consistent with earlier im-
plications that older adults are more critical of their
selection of fresh potatoes in the market.
The  final  sets  of attributes  have  very  few
significant  variables  in  their  model.  Variety  in
size  and  all the same  size are  attributes  in which
there  is  only  one  significant  variable,  Income3.
The data show that participants  in the highest  in-
come group feel that the potatoes they buy vary in
size  .38 points  more  than do  those  of the lowest
income  group.  In regards to the attributes  old and
new,  Income2  and  Rotpr were  significant  in  the
model.  The  participants  in  the  middle  income
group  rate  fresh  potatoes  .36  points  lower  for
freshness  than  does the  low income  group,  while
participants  with  rotting  problems  give  a  rating
.32  points  lower  than  do  those  who  do  not  en-
counter problems with rotting.
For  ease  of analysis,  the statements  lettered
(a)  through  (u)  in  Question  27  are  grouped  to-
gether according to the following subject matter:
Food  Intake/Health Concerns
(a) Potatoes are an important part of a healthy diet.
(b)  I reduce potato consumption for weight control.
(c)  I  strive  to  improve  the  quality  of my  life
through what I eat.
(i)  Potatoes are healthier than other foods I eat.
(j)  Health is more important than the cost of food
when making food purchasing decisions.
(k)  To be healthy,  I must control my weight.
(q)  Potatoes are low in calories.
Nutritional Value/Vitamin Content
(d)  Potatoes are a good source of dietary
fiber-peeled.
(e)  Potatoes are a good source of dietary fiber-
not peeled.
(f)  I  am concerned  about the fat/cholesterol  con-
tent of French-fried potatoes.
(k)  I read nutritional  information  and ingredients
on package labels.
(m) Potatoes are a good source of Vitamin C.
(n)  I control my intake of salt.
(s)  Potatoes are a good source of potassium.
(t)  Potatoes are low in fat.
(u)  Potatoes are high in folate-B vitamin.
Meal Preparation
(g)  The food I buy depends  on the speed and ease
of preparation.
(h)  I  do  not spend  large  amounts  of time  in the
kitchen cooking.
(o)  Potatoes are a part of a "quick and easy meal."
Potatoes  As Fillers
(p)  Potatoes are filling.
(r)  Potatoes are a meal.
The  results  of  the  grouped  statements  are  pre-
sented in this section.  A summary of the results is
given in Table 4.
Food  Intake/Health Concerns
In the model for statement  (a), there  are two
significant  variables,  Age4  and Hscl. The  results
show  that  respondents  in  the  oldest  age  group
agree  that  potatoes  are  an  important  part  of  a
health  diet  .57  points  more  than  does  the  base
group,  while  the  respondents  with  high  school
diplomas  or  less  agree  with  this  statement  .62
points  more  than  do  the respondents  with  a  col-
lege  or  postgraduate  degree.  There  are  two  sig-
nificant  variables  in the model  for  statement (b),
Prptme3  and  White.  The  respondents  who spend
over  51  minutes  preparing  dinner  disagree  with
the  notion  that  they  reduce  potato  consumption
for weight control by .71 points more than do the
respondents  who spend 30 minutes or less prepar-
ing dinner. White respondents tend to disagree .71
points more than do the other races regarding  this
statement.  Age4  and  Kent  are  significant  in  the
model  for statement  (c).  Here, respondents  in the
oldest age  group agree that they strive to improve
their  lives through what they eat  .71  points more
than  does  the  base  age  group,  whereas  Kent
County residents  disagree  with this  statement  .55
points  more  than  do  residents  from  the  base
county.  Respondents  65  years  of age  and  older
agree  more  with  the notion  that  potatoes  are  an
important  part  of  a  healthy  diet  and  that  they
strive to  improve  the  quality of life through  food
intake than do respondents ages 35-49.  This is  an
indication that consumers  aged 65 years and older
are not  only more concerned  about what they eat
than the  base  age  group  but  also  continue to  in-
clude potatoes as an essential part of their diet.
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For  statement  (i),  three  variables  are  signifi-
cant in the model, Agel,  Hscl, and  White.  The re-
spondents  in the youngest  age  group  disagree that
potatoes are healthier  than other  foods they eat by
.41  points more than does the  base age group.  The
respondents  with  high  school  diplomas  or  less
agree with this statement  .39 points more than does
the base  education  group.  White  respondents  tend
to agree with this statement .47 points more than do
the  other races. Agel,  Age3,  Age4,  and  White are
the significant variables  in the model for statement
(j). Respondents  in the youngest age group disagree
that health  is more important  than the cost of food
.44 points more than does the base age group, while
the  two  oldest age  groups  agree  .38  points and  .9
points,  respectively,  more  than does  the  base  age
group.  Whites  disagree  .59  points  more  than  the
other races regarding this statement.  Statement  (k)
does  not  have  any  significant  variables  in  the
model.  For statement  (q),  there  are two  significant
variables  in  the model,  Fmle  and White.  Females
agree  that  potatoes  are  low  in  calories  .36  points
more  than  do  males.  Similarly,  whites  agree  with
this  statement  .78  points  more  than  do  the  other
races. The fact that participants in the youngest age
group  disagree  more than the  base  age  group that
health  is more  important than the cost  of food,  in
addition  to  the  two  oldest  age  groups  agreeing
more  with  this  notion,  indicates  that  the  cost  of
healthy food  becomes less of an issue as the age of
the consumer increases.
Nutritional Value/Vitamin Content
In the model  for statement (d), there are no sig-
nificant  variables.  The  variables  significant  in  the
model  for  statement  (e)  are  Rural,  Fmle,  and  Tech.
Rural  residents  agree  .59 points more  than suburban
residents  that potatoes  are  a good  source  of dietary
fiber-not peeled. Females agree .43 points more than
do males, and  respondents  with some college experi-
ence  or  a teclmical  degree  disagree  .43  points  more
than do  respondents  with  a college or  post-graduate
degree  regarding  this  statement.  Four  variables  are
significant in the model for statement (f): they include
Town, Age4,  Income2,  and Income3.  Town residents
disagree  .74 points more than does the base residential
group that they are concerned about the fat/cholesterol
content  of French-fried  potatoes.  The respondents  in
the  oldest  age  group  agree  with  this  statement  .82
points  more  than  does  the  base  age  group.  Further-
more, the respondents in the middle and high income
group  agree  with  this  statement  .79  points  and  .87
points, respectively,  more than do the respondents  in
the  base  income  group.  Survey  results  show  that
French  fries  are the  most substituted  food for  fresh
potatoes  served  in  the household.  According  to  the
results here,  consumers  aged 35-49, along with con-
sumers in the low-income group, are the most likely to
serve French  fries  as  substitutes of fresh  potatoes  in
their household.
Statement  (1) addresses  whether  respondents
read  the  nutritional  information  and  ingredients
on package  labels.  Females  agree with this state-
ment  .44 points  more than  do males, whereas  re-
spondents with  a high school  diploma or less dis-
agree with the statement  .66 points more than do
those  in the base  education  group.  The  data  sug-
gest that,  collectively,  women  take  more  time  to
read  the  nutritional  content  of food  items  than
men.  It  also  suggests  that  the  lowest  education
group is least likely to read nutritional  labels and,
therefore,  is  least concerned  about the nutritional
benefits of the food it buys.
The four significant variables  in the model for
statement  (m)  are  Fmle,  Agel,  Kent,  and  Sussex.
Females  agree  .35  points more than do  males that
potatoes  are a good source of Vitamin  C.  The  re-
spondents  in  the youngest age  group  disagree  .48
points more than does the base age group. Kent and
Sussex  county  residents  also  disagree  .45  points
and  .5 points,  respectively,  more  with  this  state-
ment  than  do  the  residents  in  the  base  county
group.  There  were  no  significant  variables  in the
model  for  statement  (n);  however,  in  regards  to
statement(s), females agree  .4 points  more than  do
males that potatoes are a good source of potassium.
Respondents  with  a  high  school  diploma  or  less
disagree  with this  statement  .47 points  more  than
do those  in the base  education  group. As for state-
ment  (t),  respondents  in  the  second  oldest  group
agree  .66 points more than do those in the base age
group  that  potatoes  are  low  in  fat.  Kent  County
residents  disagree  .63  points  more  with this  state-
ment than do the base residents. There were no sig-
nificant variables in the model for statement (u).
Meal Preparation
The significant variables  in the model for state-
ment  (g)  are  Age3,  Age4,  Hscl,  Prptme2,  and
Prptme3.  The  respondents  in the  second  oldest  and
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oldest  age  groups  disagree  .64  points  and  .84
points  more,  respectively,  than  do  those  in  the
base age group that the food they buy depends  on
the  speed  and  ease  of preparation.  Respondents
that spend 31-50  minutes, along with the respon-
dents  who  spend  over  50  minutes  preparing  din-
ners,  disagree  .86  points  and  1.4 points  more, re-
spectively,  than do  those  spending  30 minutes  or
less  preparing  dinners  regarding  this  statement.
For  statement  (h),  respondents  spending  31-50
minutes  and more  than 50 minutes preparing din-
ners  disagree  1.6  points  and  2.7  points  more,  re-
spectively, than do those who spend 30 minutes or
less  preparing  dinners.  As  for  statement  (o),  fe-
males  agree  .35  points  more  than  do  males  that
potatoes  are a part of a quick and  easy meal.  The
results  indicate that consumers 50 years and older
are  willing  to  spend  more  time  preparing  meals
than  their younger  counterparts  are.  Results  also
suggest  that consumers  who  spend  over  30  min-
utes preparing meals consider that to be a lengthy
time  in the kitchen.  Within 30 minutes  appears to
be the  length  of time  in which consumers  think a
quick and easy meal can be prepared.
Potatoes  As Fillers
For  statement  (r),  whites  agree  .85  points
more than do other races that potatoes are a meal.
There  were  no significant  variables  in the  model
for statement (p).
and adults above the age of 50 give the lowest rat-
ings  among their respective  groups. A pattern pre-
sent  in the results  leads  to the  conclusion  that,  as
either  age  or  income  increases  among  Delaware
consumers, their criticism of the fresh potato selec-
tion in the market also intensifies. The difference in
perception  of quality can possibly  be attributed  to
the  amount  of time  that  each  group  is willing  to
spend  selecting  good  potatoes.  For  instance,  con-
sumers  under the  age of 35  might be content with
their first  selection  as a result of an unwillingness
to spend  excessive time searching for the best qual-
ity;  however,  there  is  no  concise  explanation  that
can  be  drawn  from  this  study  for  differences  in
perception among different consumer groups.
Women  are  unquestionably  more  conscious
of the vitamin  content in foods than men are,  and
women  read  nutritional  labels more  than men do.
The  awareness  that women have  is a direct result
of a desire to provide  healthy food for the house-
hold. Whites are more confident than are the other
races  about  the  dietary  benefits  of potatoes  and
appear  to  be  unconcerned  about  the  amount  of
calories  associated  with  them.  Consumers  who
spend  more  than  30  minutes  on  a regular  basis
preparing  weeknight dinners are likely to be com-
prised  predominately  of those 50 years of age  and
over  and,  consequently,  are  the  least  concerned
about preparing  quick  and  easy  meals  or buying
foods for ease of preparation.
Recommendations
Conclusions
The  "Delaware  Agricultural  Products"  logo
can play a pivotal  role in the increased  success of
locally grown potatoes  in the market.  A priority of
local  producers  and  retailers  should  be  to  place
the Delaware "logo"  on either the  bag, on the po-
tato  itself,  or to have  a large display within close
proximity of the potatoes  so that the origin of the
potatoes  is evident to consumers.  This will enable
buyers who prefer  local  and  are not familiar with
the  "logo,"  particularly  women  and  older  con-
sumers,  to  be  able  to  distinguish  locally  grown
potatoes  from  the  others.  Increased  familiarity
will result in the consumer  groups  showing more
bias for products with the "logo" on it.
In regards to the quality of fresh potatoes that
Delaware  consumers find in the market, the overall
consensus  is that adults with mid- to high incomes
Past studies have  shown that consumers have
a  more  positive  attitude  about  the  health,  nutri-
tional,  and  dietary  benefits  of fresh  potatoes,  al-
though  per  capita  consumption  has  remained
stagnant  for the  past 20  years.  Thus,  the promo-
tion of the potato as an essential part of a healthy
diet  needs  to  be  continued  as  we  enter  the  new
millennium. New fresh potato products need to be
introduced in order to accommodate the consumer
who  prefers  convenience  when  preparing  meals.
The  new  product  may  include  unique  packaging
methods,  original  flavors,  etc.,  but the  end result
is  that  consumers  see  a  mixture  of new  potato
products  in the fresh form,  with preparation  time
drastically  reduced.  Hence,  potato  growers  and
retailers  should  continue to  introduce  fresh prod-
ucts that are new, not necessarily in variety but in
form as consumers see them.
Cook, K.A.,  U.  C. Toensmeyer, et al.36  March 2001  Journal of  Food Distribution  Research
References
Byrne,  P.  and  U.C.  Toensmeyer.  1993.  "Analysis  of Con-
sumer  Attitudes  Concerning  Food  Safety  and  Fresh
Produce  in Delaware  and the Delmarva Region."  Agri-
cultural Experiment  Station  Bulletin No.  497,  Univer-
sity of Delaware.  August.
Cheng,  H.,  A.S.  Kezis,  S.R.  Peavy,  and  D.A.  Smith.  1991.
"Factors  Affecting  Consumers'  Choices  Among Types
of Potatoes:  A Multinomial  Logit Analysis."  American
Potato  Journal. 68(February):87-96.